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	Abstract
	

	The document contains a questionnaire on the state-of-the-art in museums in terms of their readiness to become virtual museums and outlines how the data gathered will be used in a SWOT analysis. It is an important tool to help museums to build a trial version of the Virtual museum of the European roots.



1
Background and purpose

MU.S.E.U.M. is an EU-funded project, with the aim of realising a trial version of the Virtual museum of the European roots, which we envisage as an e-service and take as a pilot prehistoric collection in our partner museums.  

The choice of prehistoric artefacts and knowledge arises from the success of virtual museums featuring art and prehistory collections (see details in Marco Merlini presentation at Rome kick-off meeting, MU.S.E.U.M. deliverable 2 (Building a virtual museum: reference patterns of professional skills, training requirements, social dialogue and equal opportunity in training strategies) and 4 (Characteristics, extent, profile of European museums’ websites and case studies on best practices).

The term museums, is employed here in the International Council of Museums (ICOM) sense, as an institution dedicated to the procurement, care, cataloguing, study and display of cultural objects of lasting interest and/or value and is wider than the conventional Anglo Saxon meaning, which often differentiates museums from art galleries.  Conventionally museums specialise in art (Louvre, Prado, Uffizi, Tate, Guggenheim and Pompidou), history (Budapest National and Versailles) or science (British, Mexico City and Deutsches) – though many museums now avoid these distinctions and folk or social museums tend to thematise social trends.  

Museums vary in size, budgets, source of funds, staffing levels and in their focus: prehistoric, archaeological, art-historical, scientific and naturalistic collections (see details in MU.S.E.U.M. deliverable 2: Building a virtual museum: reference patterns of professional skills, training requirements, social dialogue and equal opportunity in training strategies). Some partners have already filled a check-list on hardware and human resources prepared month ago by Allaxia as a test.

The checklist we are proposing to museum partners is the basis of the tasks explained in phases 4.C of our workplan (Please see the workplan we have discussed and approved in Rome kick-off meeting):

· Construction of a check-list to be used for on field survey by the museum partners 

· On field analysis through check-list, in order to find out the relevant profiles for professional figures to be formed and promoted, beginning from the managerial figures (organizational and managerial), then those with responsibility in technologies and human resources development with the purpose to increase the competitiveness of the enterprise-museums  

· Organization and elaboration through SWOT analysis of relevant data through check-list  

The checklist has two purposes.  

Firstly, it gathers data that supports a SWOT analysis (strengths, weaknesses, opportunities and threats) of the current position and readiness of museums to become virtual – in short the e-readiness of the museum partners. 

Secondly, the data gathered and SWOT analysis will help guide the building and strengthening virtual museums. Thus, the checklist aims to identify the current competences of each museum partner relevant to creating a new e-service: a prototype virtual museum. Competences are both social and technical and include professional capabilities and know-how, organisational structures and information technology.  

The objective of this checklist is to find out the following for each museum.

· Resources currently dedicated to a web presence including: 

· organisation (including outsourcing)

· hardware and software

· human resources (including professional profiles and training)

· start-up and running costs 

· period of development time

· evaluation of web-presence usage and success

· target market and audience

· innovations especially in graphics and e-learning materials

· attractiveness of museum offer relative to competitors

· Key technologies employed and its capability of supporting a prototype virtual museum.

· Profiles of key professionals (competence and task specification, person specification and roles including project management) and shortages of professional competences

Upon completion of this data gathering, EIL will complete a SWOT analysis using the data.

2
WHAT A SWOT ANALYSIS IS

SWOT analyses are a model used to help achieve a particular purpose (in this case the European Virtual Museum) and a SWOT therefore results in decision options. The outcome of a SWOT is decision choices and not simply a description of strengths, weaknesses, opportunities and threats.  Strengths and weaknesses refer to matters over which the organisation has control, whereas opportunities and threats refer to external or environmental factors over which the organisation exercise little or no control.  Put another way, listing strengths and weaknesses gives a state-of-the-art (your museum now), whilst the opportunities and threats helps identify what your museum might become in the future (prototype virtual museum). 

	Strengths


	Weaknesses

	Opportunities


	Threats


With a particular goal in mind, (in this case creating a virtual museum) the SWOT analysis helps analyse how opportunities can help amplify strengths and reduce weaknesses and how threats might pull or push in the opposite direction

PLEASE FIND BELOW THE CHECKLIST THAT EACH MUSEUM HAS TO FILL →
	Checklist for SWOT analysis

           1. Background data on your museum
1.1
What is your current annual budget?

1.2
What are your current total costs?

1.3
How many people a year visit your museum?

1.4
How many people does your museum are employ?

1.5
Give some examples of the quality and scope of artefacts that you hold.

1.6 How many international visitors a year do you get?



	2  Strengths and weaknesses of your museum in creating a virtual 


    museum
2.1
List the strengths and then the weaknesses of your museum in terms of building a virtual presence.  The following categories are given as helpful examples - add any others that you wish.

2.2
What is the basic structure of your museum?

2.3
How is your current web presence organised?  For example, is there a dedicated project team, a matrixed team and do you use any outsourcing?

2.4
What hardware and software do you currently use for communications in general and your web presence in particular?

2.5
To what extent do you currently have objects digitally catalogued.

2.6
What are the professional profiles of the staff who support your current web presence?

2.7
What training is currently happening or planned to strengthen professional competences relevant to a web presence?

2.8
How much time and money has your museum spent on creating a web presence?   What plans for further investment do you have?

2.9
Are you digitally linked to other (local, national or international) museums – give some examples.

2.10
Can you give an example of a realised or planned innovation in graphics or e-learning materials in your museum?



	3  Opportunities and threats facing your museum in terms of building 

    a virtual presence 
3.1
List the opportunities and then the threats facing your museum in terms of building a virtual presence.  The following categories are given as helpful examples - add any others that you wish.

3.2
Over the next five years, does your museum see changes in funding levels or funding arrangements as an opportunity or a threat.

3.3
Do you see the quality of your information and communications infrastructure is a threat or opportunity?

3.4
Are the training opportunities for museum staff on web presence adequate to meet the challenges of the information society?

3.5
Does your museum have targets for physical and virtual visitors over the next five years?

3.6 How attractive is your museum to (physical and virtual) visitors compared to competitor museums that might alternatively be visited?
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